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What Drives Consumer Trust?

Shared values are 3-5x more important in building trust
than demonstrating competence

Trust research was published in December 2009 -
Journal of Rural Sociology
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A Consumer
Conundrum
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The Importance of Transparency

A Research reveals transparency is key to building
consumer trust

A Transparency may be rationally defined as truthful
Information, but perhaps more importantly, it translates
to an emotional feeling of confidence.
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Half to Nearly Two-thirds Strongly Agree
Transparency Builds Trust with Food
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Consumers Primarily Hold Food
Companies Responsible for
Transparency

® Food Companies B Farmers B Grocery Stores B Restaurants

Health Impacts

41 28 16 15

Food Safety

Environmental Impact

Labor and Human

. 40 32 15 14
Rights
@atment of Animals >
Business Ethics 42 27 16 15

n=2001)
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Top Practices to Promote

Transparency:
Top 4 of 16 Options

Provides information on whether any
ingredients were grown from

genetically -modified ( GMO) seed, on
the product package

Provides information on the use of
preservatives on the nutrition label

Provides information on whether or not
the animals that produced the milk or
beef were given supplemental
hormones , on the company website

Provides information on whether or not
the animals that produced the food
(including milk, meat, poultry or eggs)
were given antibiotics , on the company
website

%=Top Box Ratings 8-10 on 0-10

scale. Top four of 16 practices
tested




Why all the concern? -
g Phibro

Antibiotic resistance iIs real

Related to meat == resistance vs.
residue

Scientifically complex subject
Consumers use them

Mo s t consumers donot
antibiotics are used in animal
agriculture

f connection between animal care &
abx use
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